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On A Personal Note...
By Charles E. Gaudet II

I hope you’re already off to a great new 
start this year!

We hit the ground running with a lot 
of exciting things in the pipeline and 
a lot of great, fresh business building 
ideas to help you rapidly accelerate 
your business.

This year, I opened up a brand new 
coaching program for 7 entrepreneurs 
to have the opportunity to work with 
me – one-on-one – learning, designing, 
and deploying strategies for generating 
predictable and ever-increasing profits 
for their business. This is the first time 
I’ve opened anything like this up to 
my list, and I’m excited to share this 
experience with those who are accepted 
into the program. If you’ve been in 
business for at least 3 years, doing over 
$1,000,000 a year, and demand growth 
out of your business this year – reach out 
to Mike at Mike@PredictableProfits.
com to let him know you’re interested 
and we’ll see if there’s a fit.

Moving on… 

Just before Christmas, my furry friend of 
nearly 10 years, Monet, was put to peace.

My family and I have had a tough time 
with the loss, but there was a blessing 
(and a lesson) in the moment.

Unlike a traditional euthanizing 
experience - involving carrying your dog 

Continued on page 2

Quotes
“If you really want to do 
something, you will find a 
way. If you don’t, you’ll find 
an excuse.” – Jim Rohn

“There is no elevator to 
success. You have to take the 
stairs.” – Anonymous

“I never dreamed about 
success. I worked for it.”   
– Estee Lauder

to the vet, placing her on a cold steel 
table for the doc to come in, inject the 
needle, and leave you crying in the room 
- we found a tremendous entrepreneur, 
Dr. Kat Brandt, who operates a mobile 
veterinary service providing a unique 
twist on the experience.

Yes, it’s more expensive to euthanize 
at home, but emotionally, it just made 
more sense to do it this way. We wanted 
Monet to go to peace in the comfort of 
her home (not at the vet’s). If you read 
the story of the mobile veterinarian from 
Greg Habstritt in The Predictable Profits 
Playbook, you’ll see my experience was 
not unique.

On top of it all, with 3 young kids, I 
was unsure how I was going to take 
them through this experience without 
traumatizing them. Fortunately, Kat 
walked into the house, coached Heather 
and I through the process with the kids, 
and turned what could have been a 
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traumatic experience into what felt like a blessing for 
the entire family. Kat also brought three clear plastic 
hearts - where she placed some of Monet’s fur as a 
keepsake for the kids - and later, surprised us with 
a sympathy card and 3 clay tree ornaments (one for 
each kid) with an impression of Monet’s paws.

As entrepreneurs, we’re always trying to be unique. 
Well, Dr. Brandt took a traditionally clinical 
experience and made it into a “Wow!” experience 
that has compelled us to recommend her to dozens 
of people. In fact, her services are so unique, it 
attracted the attention of the local news (for which 
I have also been asked to contribute my experience 
with Kat).

When you go above and beyond to “Wow!” your 
customers, people feel compelled to share.

As Joe Polish once said, “A satisfied customer isn’t 
compelled to give you a referral; if you want a referral, 
you must make them happy.”

Now, another strategic example: Springer’s Jewelry 
had a great promotion that fell just 5” short.

Well… 5” short of saving me thousands ;-)

You see, the local jewelry shop in town ran a 
promotion in the beginning of December that said 
if it snowed more than 5” on Christmas Day, all the 
jewelry we purchased during the promotional period 
would be free.

Now, if it did snow (which it didn’t), because the 
event was insured, they knew a good percentage of 
their customers would use the money they saved to 
apply toward new jewelry (Springer’s already had a 
promotion in their back pocket to encourage some 
spending if that did happen)… and they also knew 
that this type of promotion would drum up more 
business around the holiday shopping season without 
discounted prices.

All around, this was a brilliant promotion.

We’ve got a big year in front of us - and a lot to 
cover today. Let’s get to it!

With gratitude,
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4 Ways To Turn The Media Into 
Huge Profits For Your Business

By Charles E. Gaudet II

Dan Kennedy, a self-professed “old curmudgeon,” 
stands tall as a pillar of influence in the marketing 
world. Dan’s famous for turning his head away 
from flashy “new age” marketing in lieu of more 
traditional, time-tested approaches like direct mail, 
print advertising… even the occasional Yellow Page 
advertisement.

…And naturally, Dan’s off-kilter approach makes 
him a target for the critics claiming he’s too “old 
school.”

But you have to measure a man by his results – and 
for that matter, there are few of us that remain in 
such elite company.

Critics are quick to point out how much money their 
“website business” is making, and how Dan should 
put more focus on building an “internet business.” 

Now let’s not kid ourselves, Dan pretends he doesn’t 
like the Internet… yet it still generates millions of 
dollars for him every single year. However, the point 
remains, as Kennedy says:

“The Internet is not a business. 
The internet is a media.”

By definition, media is:

“The means of mass communication (especially 
television, radio, newspapers, and the Internet) 
regarded collectively.”

By contrast, the definition of business is:

“The practice of making one’s living by engaging in 
commerce.”

Therefore, it’s not your website that’s your business 
– the exchange of value (aka commerce) is the 
business.

By thinking that just because you have a website, 
you automatically have a “website business” – you’re 
participating in a single-minded approach that can 
devastate you as quickly as a snap of your fingers.

Think I’m joking? History reminds us that media 
trends come-and-go, leaving a trail of carcasses 
moaning their last words of advice: “never rely too 
much on one media.”

In 2014 alone, Google algorithm changes slammed 
websites who once enjoyed page one rankings - and 
demoted them into no man’s land… Literally putting 
thousands of people out of business overnight.

Prior to that, pay-per-click algorithms changed, 
creating a tsunami of suspended accounts and 
shutting off a dependable lead source for millions 
of entrepreneurs (It’s a hard lesson that I learned 
several years ago – when it instantly shut down a 
$250,000 a year income stream that I never thought 
would go away).

As marketers, we also had the Do-Not-Call list and 
a ban on broadcast faxes… and the list goes on.

Heck, there was once even talk about the post office 
ending weekend delivery… and every year, some 
bozo pipes up trying to eliminate “junk mail” (this, 
of course, would be suicide for the postal office, who 
depends on that revenue).

And we’ve all seen the emails of so-called gurus 
touting the next Facebook marketing strategy 
– and yes, that worked for a while, but with 
recent Facebook algorithm changes, thousands of 
entrepreneurs are seeing almost no engagement or 
traffic (unless they now pay to promote their posts). 
In fact, Facebook marketing has taken such a turn, 
Copyblogger (a great website for marketing geeks 
like me), made the decision to kill their Facebook 
page… even though they had a whopping fan base of 
38,000.*

What media will come and go in 2015? Who 
knows… but it’s important for you to see yourself as 
being in the media business, as well as the business 
of your own commerce. Your first step to being in 
the “media business” is making sure you’re not 100% 
reliant on just one or two medias – and that you have 
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a predictable, dependable, and robust strategy for 
diversifying your media strategies.

So, let’s take a minute to define the four different 
types of media… 

#1 – Paid Media

Paid media can be seen as your more “traditional 
advertising” – including, but not limited to: 

• Pay-per-click advertising

• Retargeting

• Banner and display advertising

• Print advertising (newspapers, direct mail, 
magazines, journals)

• Newsletters

• Radio

• Television

Perhaps the biggest advantage of paid media is 
that you can narrowly target your message to your 
prospects (for higher conversions), track your return 
on investment, and scale your efforts as large as your 
budget allows.

#2 – Owned Media

“Owned media” is pretty self-explanatory. It refers 
to media you own and control. Such media channels 
include your website, blog, visual displays or 
merchandising, company brochures, and email.

#3 – Social Media

Many marketers include social media along with 
“Owned Media,” but I like to separate them 
for one main reason: you do not “own” your social 
media platform. You may control the content and 
messaging, but you don’t own it.

Facebook can shut you down, change their 
algorithms, or heck, even disappear altogether.

Social media is not about selling, it’s about engaging 
and informing your followers for the sake of building 
and maintaining relationships. 

For some businesses, this is a worthwhile endeavor, 
but for most others, it’s what I refer as a “media of 
convenience.” In other words, if you have the time to 
dedicate to social media, go for it. Otherwise, there 
are other more profitable and powerful ways to get 
the same thing done with media you own or earn.

#4 – Earned Media

Earned media is an approach based on positioning 
yourself as a leading expert and authority, while 
simultaneously building trust and educating your 
consumer. By definition, earned media is “free media” 
that “refers to publicity gained through promotional 
efforts other than advertising… earned media cannot 
be bought or owned, it can only be gained organically.” 
(Source: Wikipedia)

Earned media comes in several forms, most notably:

• Press mentions (print and online)

• Ratings and reviews

…And the result of such activity results in:

• Word of mouth

• Referrals

• Increased trust

• Faster buying process

• Lower cost of customer acquisition

Now, like a good investment strategy focusing on 
diversification of asset classes, we want to focus on a 
diversification of media types – but perhaps not for 
the reason you might think.

The truth is: not all customers are created equal – and 
each media strategy attracts and fuels a different type 
of customer.

• Paid Media attracts interested consumers 
– this is the media that feeds the marketing 
funnel; it’s scalable and results can be seen very 
quickly

• Owned Media attracts customers – this is built 
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for longer-term relationships with existing and 
potential customers, and provides a platform 
for creating content that will help position 
yourself (and your business) as a leading 
authority and expert

• Social Media attracts fans – great for building 
and maintaining relationships with prospects, 
but difficult to scale and encourage engagement

• Earned Media attracts engaged customers 
– best for earning trust and establishing 
credibility, and when done effectively, the 
customer actually becomes the channel (word 
of mouth, recommendations, referrals, etc.)

See the table below for a quick review:

Take inventory of everything you are doing to 
promote your business. Are you too dependent on 
one media? Are you well diversified across each type 
and within each type? What else could you be doing 
to become more robust?

As you build your media strategy, consider that paid 
media can be scaled and feed your funnel… owned 
media can be systematized and optimized for better 
conversion, nurturing, and repeat business… social 
media can be outsourced… and planting the seeds 
of earned media can pay massive dividends and 
instantly position you as a leading authority.

Remember, as a marketer and business owner: 
we’re running a media business and a business of 
commerce.

In fact, next month, we’ll cover a strategy for more 
earned media in your business.

Media Type Type of 
Customer Features Examples Objective Benefits Challenges

Paid Media Interested 
consumers

Paid for and 
controlled by 
you – not owned

Traditional 
advertising

Feeds the marketing 
funnel

Control, scalability, 
targeting

Testing, 
consumers are 
skeptics

Owned 
Media

Owned 
Media

Owned and 
controlled by 
you

Website, blog, 
email

Built for longer-
term relationships 
with existing and 
potential customers, 
and provides a 
platform for creating 
content that will help 
position yourself 
(and your business) 
as a leading authority 
and expert

Control, longevity,
versatility,
provides a 
platform to built 
trust and stimulate 
engagement, can 
be systematized

Testing, 
consumers are 
skeptics, takes 
time to scale

Social Media Fans Managed and 
controlled by 
you – not owned

Facebook, 
LinkedIn, 
Twitter

Builds and maintains 
the relationship 
with customers and 
prospects

Open 
communication 
with customers, 
build relationships, 
promotes sharing

Scalability, 
building 
an engaged 
community, 
using social 
media as a sales 
tool

Earned 
Media

Engaged 
customers

Not paid for, 
not owned - but 
earned from the 
media and/or 
customers

Reviews, word 
of mouth, viral 
sharing

Customers become 
the channel and want 
to see the business 
succeed

Most credible, 
stimulates sales, 
creates trust, 
lowers customer 
acquisition costs, 
reduces buyer 
remorse

No control, 
scalability, hard 
to measure, can 
be negative

* Copyblogger might have jumped in the gun a little too quickly in killing their Facebook page, especially with 
38,000 earned fans. The smart approach would be to track your time and your return as it relates to Facebook – 
and make a decision based on results.
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The Secret Ingredient That Almost 
Forces People To Buy From You

By Charles E. Gaudet II

Last week, I walked through O’Hare airport… 
passed by the food court… and was instantly greeted 
by someone at the Chinese food counter.

…Before I knew it, I had a piece of General Tso’s 
Chicken on a toothpick resting between my fingers, 
and once I ate it, they knew they hooked me.

It wasn’t because the chicken was exceptionally tasty 
(though it was) – it was because they enacted one of 
the most powerful human laws on the planet:

The Law of Reciprocity
Made popular by Dr. 
Robert Cialdini in his 
must-read book, Influence: 
The Psychology of Persuasion, 
the Law of Reciprocity 
states that when you do 
something nice (and 
unexpected) for someone, 
they will feel compelled to 
do something nice for you 
in return.

You must know what it feels like…

Say you’re out to dinner with a friend and they 
unexpectedly pick up the tab… At that very 
moment, while grateful, you feel like you owe them 
one.  That’s the Law of Reciprocity in action.

When my wife and I got married, our friends spent 
thousands of dollars to join us on the beach in 
Bermuda. So, when I was asked to take a few days 
off of work and fly to Colorado to join one of my 
friends (who attended the wedding) for his bachelor 
party, I felt compelled to attend (even though it fell 
at a very inconvenient time).

Get any Christmas cards this year? Even if you’re not 
close to the recipient, you take their mailing address 
and send them one in return anyway.

Ah, the power of the Law…

Savvy business owners understand this power, and 
have used it to add value and grow their businesses 
by millions.

Amway – the gargantuan, multi-level marketing 
business – has trained their distributors to leave a 
BUG (a package of product samples ranging from 
cleaners, deodorizers, and insect killers) with their 
prospects for up to 3 days with no cost or obligation. 
Once the representative returns to collect the 
samples and ask for orders, they inevitably receive 
orders from people who feel compelled to “return the 
favor.” In fact, one representative said that when he 
tried this approach, the response was, “Unbelievable! 
We’ve never seen such excitement. Product is moving at 
an unbelievable rate…” (source: Direct Creative)

The Law of Reciprocity is a very powerful sales 
tool. Not only does it make the other person feel 
valued, special, and appreciated – it also triggers a 
mental response that subconsciously tells them “I 
owe you one.”

Over the years, I’ve had three separate financial 
planners send me valuable books out of the blue with 
a “thank you” note for the conversation we had. In 
return, the first financial planner received a referral 
from me (he’s still doing business with my referral 
years later). The second financial planner would have 
received business from me if I met his minimum 
client net worth of $100 million (go figure!?). The 
third financial planner (who actually sent me two 
books) got 3 accounts from me.

Now here’s the deal: just because you send someone 
a book, it does not mean that you’re automatically 
going to get business from him or her. Au contraire 
mon frère! 

First off, there are always exceptions to every rule – 
but secondly, in order for the law to work, you need 
to follow the recipe…

The Place Where Entrepreneurs Come To Grow Their Business™
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Many marketers recommend (under the false 
pretense) that free ebooks and digital reports trigger 
the Law of Reciprocity. However - while those do 
work to generate more leads and sales - they work 
for other reasons. They do not follow the rule because 
they are not personal, not special, are often not seen 
as valuable, and because consumers are smart enough 
to recognize that the only reason you’re giving away 
the program is to sell them something.

Now, even with that said, here’s a trick for making 
your free ebooks and digital reports trigger the Law 
of Reciprocity. You ready?

Give people more than what they’ve asked for.

If they entered their name to receive a free report, 
give them the free report and something of 
even greater value for no cost (like a free video 
presentation, blueprint, etc.). If the prospect feels 
that you are genuinely interested in helping them, 
they, in turn, will become raving fans and want to 
help you.

The guidelines of the Law of Reciprocity are:

 □ You must give without asking for, or expecting anything in return - if people think the 
only reason you’re doing something nice for them is so you can get it back, the Law of 
Reciprocity won’t work (read that again)

 □ You must give something that is valuable to the other person in order for them to feel 
indebted to you

 □ You must be the first person to give something (while not necessary, when you are the first 
person to give a gift you are, in effect, leading the Law)

 □ You must make the person feel like they are special, and that the gift is exclusive to them 
individually - or at least a small group of them (if they think everyone and anyone gets the 
gift, they won’t feel as compelled to return the favor)

 □ You must make it personal - if the gift feels like it’s coming from a faceless, emotionless 
corporation, they won’t feel indebted

Look, Tony Robbins once told me: “The secret 
to living is giving.” It feels good to give. This isn’t 
about a bunch of Jedi mind tricks designed to make 
everyone around feel indebted to you. You must have 
a mindset of delivering more than what’s expected 
for the sake of “WOWing!” your prospects and 
delivering a better than expected experience.

…And continue to give without any expectation of 
getting anything back - just because you want to 
show your appreciation. Use this strategy wisely, and 
as mamma always said: “What goes around comes 
around.” 

The more you give, the more you will receive.
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The Secret To Proving Your 
Capabilities Without Sounding Like 

An “Expert”

By Insiders’ Club Member, Tom Trush

How often do see words such as “expert,” “skilled,” 
“professional,” or “knowledgeable” used in marketing 
materials?

Especially among service providers, these terms show 
up everywhere – and understandably so. They give a 
glimpse of your capabilities. 

But using these words creates a problem. Prospects 
see them so often that the language loses its effect. 
Being an “expert” or “professional” turns into just 
another common claim shared by others in your 
industry. 

So, how can you prove your skill and deepen desire 
for your product or service without sounding like 
everyone else?

I suggest applying what I call The 
Kid Creation Effect. Let me share a 
short story to explain how it works...

On a recent Saturday morning, I 
walked into the kitchen to find my 
6-year-old son making breakfast. 
This sight isn’t unusual for the want-
to-be chef. Alex loves coming up 
with new kitchen creations.

This time he had frozen waffles, a 
loaf of a bread, and syrup. First, he 
toasted two waffles and tossed them 
on his plate. Then he grabbed a slice of untoasted 
bread and placed it between the waffles. The stack 
was then slathered with syrup. 

Alex sat at the table and devoured his breakfast with 
barely a breath. 

No doubt, this situation would have been different if 
I presented him with the same meal. 

“Why did you put bread between my waffles?” he would 

have asked while giving a confused look at his plate. 

You see, kids have difficulty finding fault with 
just about anything they create or discover alone 
– and not so surprisingly, adults often share this 
characteristic.

So, instead of forcing an idea/thought/fact on your 
prospects, gain an advantage by helping them come 
to conclusions on their own. 

Self-tests work well for these situations. You simply 
walk prospects through questions that prove your 
knowledge, present a problem, and help identify 
solutions related to your product or service.

One of my favorite self-tests is from Christopher 
Chabris and Daniel Simons. You can watch it here: 
http://youtu.be/vJG698U2Mvo

During the video, which is used to demonstrate 
selective attention, viewers are asked to count the 
number of times a group of people pass a basketball. 

Of course, this seems like an easy task. 

However, the simple test – which has 
amassed 11.6 million views – reveals a 
surprise problem for most viewers. The 
problem is also a perfect demonstration 
for Chabris and Simons’ book – as noted 
in the video’s description. 

Check out the challenge for yourself – it’s 
brilliant stuff.

A surprise source for self-tests is Dr. 
Mehmet Oz, who is an excellent marketer 
(or at least has a strong marketing team 
behind him). His entire TV show is 
education-based marketing. 

Visit his website and you’ll see lots of self-tests. 
For example, go to http://www.doctoroz.com/
videos/food-allergy-symptom-checker and you can 
determine if you have food allergies that require a 
doctor visit.

Test such as these help further position Dr. Oz has 
a helpful resource and an authority on all types of 
topics within the medical field. 
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He doesn’t have to keep telling you he’s an expert 
– he just proves it. I’m astonished at how few local 
doctors follow Dr. Oz’s educational approach. 

Another quick example…

Here’s Orabrush promoting a product while 
explaining how to tell when your breath stinks: 
http://youtu.be/nFeb6YBftHE (notice the free 
offer).

Okay, now that you realize self-tests are important, 
how do you know what type of self-test to provide 
for your prospects?

Well, to help you figure out this answer, here’s a tale 
that’s legendary in marketing circles:

Gary Halbert, who many consider one of the 
greatest copywriters ever, often talked about one of 
his favorite questions to ask while presenting classes 
on copywriting and selling by mail. 

He’d ask, “If you and I both owned a hamburger stand, 
and we were in a contest to see who would sell the most 
hamburgers, what advantages would you most like to 
have on your side?”

The answers often varied. Some people wanted 
superior meat. Others mentioned location. And still 
others expressed a desire for the lowest prices. 

After hearing all the answers, Halbert would make 
his request: 

“Okay, I’ll give you every single advantage you asked for. 
I, myself, only want one advantage, and if you will give 
it to me, I will whip the pants off of all of you when it 
comes to selling burgers!” 

Of course, everyone was anxious to hear what 
advantage is so beneficial. You’re probably wondering 
the same thing, right? 

“The only advantage I want,” he’d reply, “is a starving 
crowd!” 

You see, Halbert encouraged business owners and 
entrepreneurs to watch for groups of people who 
demonstrated that they are starving (or at least 
hungry) for a particular product or service. 

Thanks to the Internet, these types of prospects are 
accessible, especially when they search for content 
related to a product or service. You just have to make 
sure your content is available for them to consume. 

Social sharing is one shortcut I use for coming up 
with popular content. Simply go to high-traffic 
websites in your industry and find the most popular 
articles.

Sometimes sites highlight the most-read posts. 
Other times, you can just look at how often an 
article has been shared on social media.

The most interesting and helpful subject matter is 
often shared the most.

Once you know these topics, you then just have to 
create your own content around them. 

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His latest book, 
Escape the Expected: The Secret Psychology of Selling 
to Today’s Skeptical Consumers, is now available 
at Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of his educational articles, videos, and expert 
interviews are available on his website at http://www.
writewaysolutions.com.

Don’t Forget to Log Into Your Exclusive 
Members’ Area for More Tips & Resources!

http://members.predictableprofits.com
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Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area 
to hit him with the biggest challenges, frustrations, 
or business building questions… and, who knows, 
your question might be answered right here in the 

very next newsletter!

QUESTION: “Charlie, I’ve heard you talk about a 
dynamic marketing experience and I’m not sure I know 
what that means, can you explain?” -Josh

ANSWER:  Hi Josh,

Great question!

Dynamic marketing was a strategy I began creating, 
testing, and 
deploying in 
2014 with 
my coaching 
clients… and 
it’s resulted 
in nearly 
doubling our 
conversion 
rate!

But it’s not 
easy… it takes 
a lot of hard 
work… and 
you need 
a software 
program like 
Infusionsoft 
(http://www.Infusionsoft.biz) to make it work for 
you.

Essentially, one of the biggest mistakes marketers 
make is the assumption that all customers are 

created equal – and in turn, they communicate with 
all people in the same way, regardless of where they 
are in the buying process, what they’ve purchased in 
the past, or how they’ve responded to your current 
marketing.

Dynamic marketing (the way we structure it) is the 
process of making everything as personalized and 
relevant as possible.

For example, if you’re a general prospect entering 
your email address on our website – with no previous 
relationship with us – we’ll take more time educating 
you on the features and benefits of our services and 
what makes us uniquely suited to serve you. How 
often you open our emails and take the actions we 
want you to take (like click a video) will determine 
how often we email you.

Now, let’s say there was a particular action (like 
clicking on a link to see a special offer) that I wanted 
you to take. If you clicked the link and didn’t buy 
the product, you’d get an email from me (possibly 
60 minutes later) recognizing that you clicked 
the link but didn’t buy, and reminding you of the 
benefits. If you didn’t click the link, I’d send you an 
email 24 hours later reminding you to click the link, 
followed by compelling reasons why it’s important 
to you. And of course, if you did buy, you’d start the 
customer nurturing process.

Here’s another example:

Say I’m running an online promotion for a widget, 
and I have customers who purchased a wide range of 
SKUs from us… 

Each customer would be placed into a 
separate funnel and receive similar, but unique, 
communication referencing their prior purchase, and 
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how this new widget can further enhance the results 
they expect to achieve with us.

Are you following me so far?

In other words, all our communication is relevant 
to the customer based on his or her past purchase 
history, their expressed interest, and the actions they 
are taking.

One more example…

I recently designed a dynamic webinar event for a 
client, which is systematically and automatically 
running as we speak.

Not only are we tracking the clicks and sign ups – 
but we’re also tracking who:

1. Did not register

2. Registered but did not show up

3. Registered, showed up, and left before they saw 
the offer

4. Registered, showed up, and saw the offer

5. Registered, showed up, and purchased

That’s 5 different buckets – 5 different levels of 
communication – all geared toward creating a 
personal experience that gives people what they need 
based on where they are in the process.

Again, it’s a lot of work – but because no one is 
doing this stuff – it’s providing us with a competitive 
advantage (and superior conversion numbers) that 
have us smiling all the way to the bank. Big time.

Hope that helps!

In your corner,

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing in 
personal development for creating a more fulfilled life of 
health, wealth, love, and happiness. He’s learned from 
some of the most notable people on earth, and each month, 
he will pick one lesson to share with you as a valued 
Insider.

Last week, I received an email from a client 
containing an unusual message, a letter that Abraham 
Lincoln wrote to his son’s headmaster. As we begin 
this New Year with much reading and reflection, I 
thought that this month, I’d impart a few wise words 
from the man himself:

Abraham Lincoln’s letter 
to his son’s teacher

He will have to learn, I know, 

that all men are not just,

all men are not true.

But teach him also that 

for every scoundrel there is a hero;

that for every selfish Politician, 

there is a dedicated leader...

Teach him for every enemy there is a 

friend,

Wise Word’s From 
Good Ol’ Abe

By Charles E. Gaudet II
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Steer him away from envy,

if you can,

teach him the secret of

quiet laughter.

Let him learn early that 

the bullies are the easiest to lick... Teach him, if you 
can,

the wonder of books... 

But also give him quiet time 

to ponder the eternal mystery of birds in the sky,

bees in the sun, 

and the flowers on a green hillside.

In the school teach him 

it is far honourable to fail 

than to cheat... 

Teach him to have faith 

in his own ideas, 

even if everyone tells him 

they are wrong... 

Teach him to be gentle 

with gentle people, 

and tough with the tough.

Try to give my son 

the strength not to follow the crowd 

when everyone is getting on the band wagon... 

Teach him to listen to all men... 

but teach him also to filter 

all he hears on a screen of truth, 

and take only the good 

that comes through.

Teach him if you can, 

how to laugh when he is sad...

Teach him there is no shame in tears, 

Teach him to scoff at cynics 

and to beware of too much sweetness... 

Teach him to sell his brawn 

and brain to the highest bidders 

but never to put a price tag 

on his heart and soul.

Teach him to close his ears 

to a howling mob 

and to stand and fight 

if he thinks he’s right. 

Treat him gently, 

but do not cuddle him, 

because only the test 

of fire makes fine steel.

Let him have the courage 

to be impatient... 

let him have the patience to be brave. 

Teach him always 

to have sublime faith in himself, 

because then he will have 

sublime faith in mankind.

This is a big order,

but see what you can do... 

He is such a fine fellow, 

my son!
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

CHANGE THE 
EXPERIENCE  
What do people 

assume about your 
industry? How 

can you turn the 
common experience 
on its ear and deliver 

so much “WOW” 
that your customers 

can’t help but 
recommend you?

(PAGE 1) 

CONTINGENCIES
What if your offer 
doesn’t live up to 

your expectations? 
Strategic 

entrepreneurs build 
strategies into their 

offers that drum 
up business and 
encourage repeat 

customers, even if the 
initial strategy doesn’t 

go as planned.  
(PAGE 2)

MEDIA 
DIVERSITY

The “rules” of the 
media are changing 
constantly, and each 

type has its own 
advantages. Are you 
putting too many 
eggs in one media 

basket?
(PAGE 3)

GIVE TO 
RECEIVE

People naturally 
want to reciprocate 
when people help 

them out - and this 
works in business 
too! Provide value 
for your customers, 

and they will 
respond in kind…

(PAGE 6) 

SHOW, DON’T 
TELL

The terms “expert” 
and “professional” 
have been watered 
down by marketers 
worldwide - and 

most people won’t 
believe you (or 

care) if you describe 
yourself in those 

terms. How can you 
show them instead?

(PAGE 8) 

DISCOVERY
People tend to 

believe something 
more when 

they discover it 
themselves - and the 

same is true with 
their perception 
of your expertise. 

If you educate and 
inform with relevant, 

accurate info, your 
prospects will choose 

to trust you.
(PAGE 9) 

KEEP TRACK
Do you know which 

of your customers 
have taken which 
actions? Where in 
your funnel they 
might be? What 

their interests and 
needs are? If you 

aren’t tracking, you 
can’t possibly know 

how to provide what 
they want…
(PAGE 10) 

SEGMENT 
AND SPECIFY
The key to dynamic 

marketing lies in 
knowing who your 
different customers 
and prospects are, 

and delivering 
messages catered 

specifically to their 
unique position in 

your funnel. 
(PAGE 10) 

5

10

GENUINE 
GENEROSITY
Customers know 

when you’re giving 
them something 

just to make a sale… 
When you provide 
free gifts, reports, 

ebooks, etc., are your 
intentions to make 
money or to build 
customer trust and 
relationships (and 
ultimately provide 
value)? They can 

tell… 
(PAGE 7) 

WISE WORDS
More than a century 
and a half ago, Abe 

Lincoln wrote a 
letter to his son’s 

school headmaster. 
The wisdom can 

serve as inspiration 
for us all…
(PAGE 11)
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Members-Only Announcements

• By now, you should have received 
complimentary access to: “21 Advanced Profit 
Centers: The Business Growth Program That 
Cranks Up Your Profit Potential and Crushes Your 
Competition.”  If you have not seen it yet, please 
email Mike@PredictableProfits.com. This is a 
special benefit exclusively for members who are 
in good standing with the club.

• February gives you many “reason why” holidays 
for creating a number of different marketing 
campaigns – there’s always a reason to reach 
out to your customers! 

INSIDERS ARE PROUD TO SUPPORT:

February

February 1st - Change Your Password Day

February 2nd - Groundhog Day

February 4th - Facebook’s Birthday

February 6th - Girl Scout Cookie Day

February 8th - Laugh and Get Rich Day

February 11th - Get Out Your Guitar Day

February 14th - Valentine’s Day

February 16th - Presidents Day

February 17th - Mardi Gras

February 19th - Chinese New Year

February 26th - National Bacon Day

February 27th - National Day of Action (Peace 
Corps)
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February Weekly Observances

1st - 7th - Boy Scout Anniversary Week

1st - 7th - Just Say No to PowerPoint Week

8th - 14th - Freelance Writers Appreciation Week

15th - 21st - National Pancake Week

21st - 28th - National Entrepreneurship Week

22st - 28th - National Eating Disorders Awareness 

Week

February Monthly Observances

American Heart Month

Cricket World Cup

International Expect Success Month

Library Lovers Month

National African American History Month

National Time Management Month

Plant the Seeds of Greatness Month

Responsible Pet Owner’s Month

Good reasons beget good profits. Check February’s 
calendar posted inside of the Insiders’ Club 
Members’ Area online.

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! If you have not received your username 
and password, please email Charlie’s assistant Mike 
(mike@predictableprofits.com), and he’ll get that 
out to you as quickly as possible. This is a WIP 
(work in progress), and we’ll constantly be adding 
more material to massively increase the value of your 
membership.

Ways To Maximize Your 
Predictable Profits Experience

 
Million-Dollar Roundtable: Invitation Only.
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

Pay-For-Performance Consulting: Application Only. 
Must have annual revenues in excess of $1,000,000. 
This is where Charlie will create, design, and take 
you by the hand to deploy these marketing strategies 
directly into your business for a small retainer and a 
percentage of the profit he’s able to achieve for you.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
to understanding and creating actionable strategies to 
grow your business and dominate your marketplace.  

Insiders’ Club V.I.P. Member Benefits:
- Monthly Insiders’ Club Newsletter
- Quarterly Group Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!
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